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Abstract: Generally, social media is the one of the new trends in information and 
communication technology and huge market. Social media is a suitable place to do advertise 
product or idea because this platform has a huge user and can target right people. From this 
study, the objective is to investigate the relationship between internet advertisements on social 
media and what expertise perception on SRI-Mas Facebook in promote quality internet 
advertising. In this study have been used qualitative method to collection data to identify the 
perception and attitude user toward influence internet advertising on social media from the 
interview and observation technique. Advertising is a form of communication that provides 
useful and relevant information to viewers for immediate action or use at the time of purchase. 
The result demonstrate social media is very effective and expected attention. It is a new trend 
of advertising nowadays. 
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1. INTRODUCTION 
The internet is an increasing number of counting on the internet as supply of records and 
communications, making it a leading advertising platform (Parul Deshwal, 2016). This study 
is discussing about perception behaviour and attitudes of users toward influence of internet 
advertisement on social media and to identify the perception of users for SRI-Mas on 
Facebook as an organization to promote agrobiodiversity. It SRI-Mas Facebook achieving a 
professional level of internet advertising? In this study, researcher using Theory Planned 
Behavior (TPB) method. The actual behavior of a person performing a specific behavior is 
directly affected by the behavioral intention, and the behavioral intention is also determined 
by actions such as attitude, subjective norm and perceived behavior control (Ajzen, 1985). 
 
2. METHODOLOGY 
In this data collection section have two classification which is primary and secondary data. In 
this study, the researcher has used the qualitative technique to collected data which is 
interviews and observation. The case involves SRI-Mas Facebook. Secondary collection 
technique data is from the journal and article. 
 
3. RESULTS AND DISCUSSION 
Three senior lecture respondents that expertise in information and communication technology 
been taken under School of Technology Management and Logistic in Universiti Utara 
Malaysia. Based on the research objective: To identify the attitude toward influence of the 
internet advertising on social media and to identify the perception of users for SRI-Mas 
Facebook as an organization to promote agrobiodiversity. 
 
Internet advertising on social media is good. In average, three respondents spend around eight 
hours per day on social media. Respondent 2 and 3 said that “It is very effective and expected 
attention. It also a good channel for promoting/marketing product or brand.” But respondent 
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1 has suggestion "Video advertising take time, advertising in picture will more effect 
compared to video.” 
 
Besides that, overall feedback about SRI-Mas Facebook is good. Respondent 2 and 3 has 
same opinion and said that “SRI-Mas is good effort, very excited and sustainability is good 
and very important. It should keep going updating.” But respondent 1 has focus in quality 
advertising and said that “SRI-Mas Facebook page video quality good and picture attractive” 
and suggest “Using English, so that more people will notice because more global.” 
 
SRI-Mas on Facebook as marketing tool in promoting SRI-Mas events. Three respondent 
answer “YES” because Facebook is a social platform with huge active users. But respondent 1 
has a suggestion “If record an advertising through video, not too long, one to two minutes is 
enough. The advertisement should update at least three times or four times a week. Using 
Facebook Ads will more effective because can categorized target people.” 
 
Based on the observation SRI-Mas using Facebook Rubric, the SRI-Mas Facebook overall get 
the score ten in category graphics-relevance, posts, pictures, organization of dates. Score eight 
in category content, completed profile, mechanics and grammar. Only one category score two 
which is friend comments. 
 
4. CONCLUSION 
The advertising through social applications/social media advertising has the characteristics of 
attracting customers, which is the driving force for customers to decide to purchase products 
after watching advertisement on social applications. For this study, the respondents display a 
good reputation about internet advertisement on social media. After that, the researcher also 
gets the perception about the SRI-Mas on Facebook about the overall opinion in promoting 
the SRI-Mas by using advertising on social media and some suggestion. Therefore, internet 
advertising on social media in further studies need to explore more the advantage influence by 
have an interview with the highest management positions in advertising or social media 
companies. 
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